
How to amplify the Value of 
your MarTech Infrastructure 
and Data with a CDP





Consumers are empowered and connected

Source: “The Consumer Behaviors That Will Endure After The Pandemic” Forrester report
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Browser

App

Text/SMS

Channels

Email

Push

Consumers choose a combination of devices, 
platforms, and channels

4.4 Platforms



The engagement permutations are almost infinite 

Content Content Content Service Service ServiceWhat

GUIInteraction 
mode

Chat Voice XR

Channel SMS Push App Browser Virtual 
assistant Email PWA

Device Computer Smartphone Smartwatch Tablet VR headset Connected TV

Platform



Companies must win in customers’ moments.

A moment is a point in time and space when a person interacts with a 
brand to get what they want immediately and in context.



Moments span the customer lifecycle.

Advertising moment
Click on social media ads
Click on search results

Influence moment
Read ratings/reviews
View product details

Sales moment
Complete planned or 
impulse purchase

Product moment
Follow setup instructions
Read use tutorials

Support moment
Contact customer service
Connect with peers

Loyalty moment
Leave a positive review
Refer the brand

Value moment
View offers and 
recommended products
Track loyalty program



Moments signal a strategic shift

Source: “The Future Of Marketing Technology” Forrester report



Martech is resilient and in-demand

“How will your company’s spending on 
marketing technology change in the next 12 
months?”

82% of executives 
support investments in 
marketing technology

Increase
63%

Maintain
25%

Decrease
9%

Don't 
know

3%

Source: Forrester’s Q3 2022 Enterprise Marketing Suites Forrester Wave  Customer Reference Survey



Data is the foundation.



Moments drive a perpetual motion machine for data

Engagement 
Scale

Data     
Scale
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Data deprecation shatters business-as-usual

Source: “Apply Your Data Deprecation Plan” Forrester report

Consumer actions
Consumers continue to opt out 
of third-party tracking and data 
storing.
• Ad blockers
• Clearing browsing history
• Adjusting device settings to 

limit data sharing (location, 
Bluetooth, etc.)

Browser and operating system 
restrictions
Third-party cookie restrictions, 
changes to device signal access, 
and privacy-first browsers impact 
identity-based marketing 
strategies.
• Apple ITP, ATT, Private Relay
• Firefox ETP
• Google Privacy Sandbox

Privacy regulations
Regulations impact the 
advertisers’ ability to track and 
store data.
• Europe: GDPR, ePrivacy
• US: CPRA, CPA, CDPA, 

VCDPA, UCPA
• Global: LGPD, PIPEDA, and 

many more

Walled gardens
These closed ecosystems restrict 
data extraction and tracking, which 
impacts insights access and 
marketing planning capabilities.
• Facebook
• Google
• Retail media networks (e.g., 

Amazon, Kroger, Walmart)

Data 
deprecation



Data challenges are pervasive

18%
It takes too long to 
deliver value to the 

business

26%
Poor data quality

31%
Data silos

22%
Lack of foundational 
data management

Base: 1,692 Data and analytics decision-makers
Source: Forrester's State of Data, Analytics, Measurements, and Insights Survey, 2024



The CDP sits at the nexus of these 
trends.



Technology Data



Assembling robust customer profiles



Source: “The Seven Top Questions About Journey Analytics” Forrester report 

Generating a view of customer journeys



Expanding the palette of data and its applications



CDP expectations are on the rise

Base: 300 European Digital experience professionals​
Source: Forrester’s Digital Strategy Survey, 2023​

16%

24%

25%

26%

27%

32%

33%

36%

37%

40%

41%

Journey orchestration tool

Cross Channel Marketing Hub

Personalization/recommendation engine

Commerce technologies

Digital asset management (DAM)

Email service provider

Ad Technology

Mobile messaging provider

Content management system

Customer data platform

Customer service technologies

Which of the following technologies does your organization use to help build and deliver 
your digital experiences?



A counterintuitive martech strategy: Controlled 
asymmetry based on a CDP core

Data Orchestration

Technology
Insights Engagement

Strategy
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What does the customer profile need to 
look like?



Curating the consumer profile

Source: “There’s No Personalization Without Content Intelligence” Forrester report.
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Are we prepared for a full range of data 
sources?



Supporting diverse and performant data sources

Identity 
Resolution 
and Data 

Enrichment

Cloud Data 
Warehouses

Marketing, 
Analytics, 
and CRM 

Applications

Enterprise 
Data 

Sources

Data Sources Span Multiple Systems and Architectures

Zero Copy Integration



© 2017 FORRESTER. REPRODUCTION PROHIBITED.

Are we setting the stage for AI 
superpowers?



Preparing to support long term GenAI iteration

Source: “Look Beyond The Hype To Evolve Martech With AI” Forrester Report
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Does the CDP facilitate the martech 
ecosystem?



Connectivity for the ecosystem

Source: “The Future Of Marketing Technology” Forrester report



Today’s Customer 
Data Platform is an 
investment in the 
future.

• The evolution of customer engagement shifts 
martech priorities towards data as the 
differentiator

• Plan for agility – Leverage the CDP as a 
future-proofed data and orchestration core

• Raise your expectations for a CDP’s 
performance, integration, and data access 
capabilities
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